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Continuous socio-economic development has changed China's industrial 
structure dramatically. As a new point of growth, the pregnancy and infant industry 
has become one of the hot spots of many investments along with the development of 
self-awareness and the rising of people’s living standard. However, the pregnancy 
and infant enterprises in our country at present basically only offer products or 
services in separate stages, which obviously cannot meet the demands of the market. 
Therefore, the Postnatal Recovery Center, which can offer parturient professional 
health care services of the whole recovery process after childbirth has been favored 
in the wake of the market segment. In foreign countries and Taiwan, Postnatal 
Recovery Centers have become a mature industry, and various grades and sizes of 
centers are available. On the contrary, in our country, the development of this 
industry is still at the initial stage of creating and consolidation, and therefore, the 
positioning of of high-grade brand is almost blank. The market urgently demands 
professional and scientific pregnancy and infant enterprises with reasonable price to 
enrich and support the development of pregnancy and infant industry, which is in 
accordance to China’s actual condition. 
This paper aims to provide a preliminary research before Postnatal Recovery 
Centers enter the Xiamen market, as well as to provide relevant marketing 
suggestions. First of all, this research reviews marketing and consumer behavior 
theories, and expounds the basic concepts of Postnatal Recovery Centers and 
maternal and infant health care services industry. Next, on the macro level, the PEST 
analysis method is used to analyze the political, economic, social and 
technical environment which China's maternal and infant health care services 
industry will face. As a result, it has been found that this industry is confronted with 
enormous business development opportunities. At the micro level, a questionnaire 
was designed based on the internal and external factors of consumer behaviors. After 
collecting data, the SPSS software was used to explore the behavioral 
characteristics of potential consumers in Xiamen. 
Based on the analysis of the industry and consumer behaviors, this article 
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enter the Xiamen market. This article also puts forward the corresponding marketing 
strategy suggestions to find the appropriate solutions to guide the development of 
Postnatal Recovery Center enterprises in Xiamen market. The suggestions are as 
follows: with regards to the crucial needs of clients, it is advised to subdivide the 
consumer market, to identify the target clients, to define the market position, and to 
understand the potential consumption needs. With regards to clients-oriented 
communication, it is suggested to clear the target clients and build up 
communication structure in order to achieve brand position. With regard to customer 
convenience, it is advised to serve on the basis of “Address Selection Direction”, 
which means to provide real site visiting and booking order for the convenience of 
clients. With regard to willing-pay-cost, the analysis in this article examines the 
factors that enhance consumption willingness and prices.  
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近日（2012 年 2 月 16 日）由中国保健协会和中央党校共同完成发布的《中
国保健服务产业发展蓝皮书》指出，我国目前保健服务业已达 140 多万家，相
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